Chinese government has introduced various policies to promote the use of the Internet. Online shopping mall market in China has developed at a remarkable speed and the scale of transactions is increasing every year. The popularity of online shopping mall has been increasing due to its various advantages such as reduction of consumer's transaction cost, enlargement of choice and improvement of consumer convenience. It is very important for online shopping mall companies performing Internet marketing to predict and analyze the purchasing behavior of shopping mall users, and the need for related research literature is also increasing. In this context, this study attempts to analyze the determinants that affect the purchasing intention of online shopping mall users. This study focuses on analyzing the determinants of service quality of online shopping mall while examining the difference in user 's innovativeness and frequency of internet
이론적 배경

